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Summary 
 Since the term country or nation branding first emerged in scholarly articles in the 1990s, 
the notion has become a widespread phenomenon all around the world. Today, there are various 
specialty country branding firms which rank countries based on their relative brand powers and 
consult national and city governments in building a positive country/city brand for themselves. This 
research paper’s objective is to help improve Mongolia’s country brand by promoting its tourism 
industry to Japanese inbound tourists.  
 In coming up with strategic recommendations on branding the country’s tourism industry, 
the study, first, analyzes Mongolia’s tourism industry, its country profile, historic, geographic, 
cultural and political characteristics to offer a holistic overview of the country and its appeals from 
an inbound tourist’s perspective. The study, then, analyzes Japan’s outbound tourism market and its 
characteristics to gain a better understanding of Japanese tourists. The paper, also, includes a case 
study of Finland branding strategy in Japan to understand success factors and learn from practical 
campaigns, which proved successful in Japan.  
 Based on the analysis, the paper proposes strategic recommendations for the Mongolia 
brand regarding its brand hierarchy, product mix, marketing and communication strategy as well as 
other structural improvements. The study suggests that Mongolia should communicate the same 
brand promise of “Mongolia, Nomadic by Nature” to Japanese target consumers as other 
international tourists. The study proposes a product portfolio centered around the Gobi desert region 
to help focus all promotional efforts with respect to Japanese inbound tourists. The products span 
across three different categories of nature, experience and culture in order to offer consumers a more 
comprehensive “Mongolia” tourism experience. The paper also proposes various communication 
channels and marketing strategies. While most of the recommendations are specifically targeted to 
Japanese consumers, some of the proposals such as structural improvements are applicable to all 
tourists including Japanese nationals.   
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CHAPTER 1. COUNTRY BRANDING  
SECTION 1. OVERVIEW 
Country or nation branding is a relatively new concept, which started to be discussed more 
actively in academia since the early 1990s. The term was first coined by a British consultant, Simon 
Anholt, in 1996 and the New York Times Magazine featured it as one of the most notable ideas in 
2005 (Andrei, 2017). Since then, the idea of country branding has been studied and debated 
rigorously.  
To date, however, no consensus has been reached among scholars regarding a common, 
unified definition of what country or nation branding is. According to Kaneva’s (2011) extensive 
review of scholarly work attributed to nation branding, there are three different perspectives on the 
subject, which are technical-economic, political and cultural-critical. Advocates of the dominant 
technical-economic approach perceive nation branding as a strategic tool to boost a country’s 
competitive advantage. According to Bell (2005) and Dinnie (2008), the purpose of both nation 
brands and nation branding is to ensure a favorable reputation with the target audience. Simon 
Anholt, one of the most prominent scholars in the field, views nation branding as a “metaphor for 
how effectively countries compete with each other for favorable perception, be it with regard to 
exports, governance, tourism, investment and immigration, culture and heritage, or people” (Anholt, 
2007). Others looking at nation branding from a political perspective see it as “coordinated 
government efforts to manage a country’s image in order to promote tourism, investment and foreign 
relations” (Volcic & Andrejevic, 2011). Cultural-critical researchers, however, think of nation 
branding as a “compendium of discourses and practices aimed at reconstituting nationhood through 
marketing and branding paradigms” (Kaneva, 2011). In this paper, we follow the technical-economic 
approach and define nation branding as the application of corporate marketing and branding 
concepts to countries in order to improve their strategic advantage with the purpose of economic 
growth.  
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SECTION 2. COUNTRY BRAND INDEX AND MONGOLIA 
 In recent years, various authorities have been measuring and ranking the relative strength of 
country brands. It is believed that the strength or weakness of a country brand can influence people’s 
decisions to choose them as places to visit, live or invest in (Country brand index, 2014). The need 
for countries to differentiate themselves in the global marketplace to attract tourism, foreign direct 
investment, etc. is becoming increasingly more crucial as the world continues to grow more 
interconnected. According to Hanna and Rowley (2008), among the conditions that make place 
branding a necessity are “the growing power of international media, the falling cost of international 
travel, rising consumer spending power, the threat of place parity, a scarce pool of international 
investors, competition for skilled and professional immigrants and growing consumer demand for a 
diverse cultural diet stimulated by low-cost global communication media”. Hence, countries and 
governments have increasingly started to actively manage and promote their place brands with the 
help of brand indices and place branding consultants. 
 Bloom Consulting is one of the leading firms, which specialize in nation branding. It has 
consulted countries across the globe including Germany, Finland, Sweden and Portugal and has 
completed well over 60 assignments to date. The Company publishes its Digital Country Index every 
year, which measures the total amount of online searches performed worldwide toward any given 
country. The result is an indicator of the appeal of a country brand.  
 The index is measured by collecting and categorizing every online search into five different 
dimensions: Exports, Investment, Tourism, Prominence and Talent. Each dimension has sub 
brandtag families such as Generic information, Outdoor and nature, Leisure and entertainment, 
Niche markets and Cultural assets. Inside each brandtag family, there are further 132 brandtags 
comprised of 44 million keyword combinations in 9 different languages (English, German, French, 
Spanish, Italian, Japanese, Portuguese, Russian and Chinese) 1 . A country’s Digital Index is 
determined by the volume of searches across these five dimensions.  
                                                          
1 Bloom Consulting official website. https://www.bloom-consulting.com/en/nation-branding 
3 
 
 According to Digital Country Index 2017, Mongolia ranks 130th out of 243 countries and 
states in the world, which is 10 ranks lower as compared to the previous year. The relative ranking of 
the five dimensions are as follows: Exports 116, Investment 124, Tourism 142, Talent 137, and 
Prominence 119. Among the different dimensions, the tourism ranking is the lowest. 77% of the 
searches related to tourism were general information and 18% were outdoor and nature related 
queries2.  
  
SECTION 3. OBJECTIVE  
 This paper aims to improve Mongolia’s country brand by focusing on promoting its tourism 
appeal and its brand ranking. Tourism sector is categorically chosen because it is a growing industry 
in Mongolia with considerable potential. The Government of Mongolia has started supporting 
tourism industry as a way to diversify the economy, which is heavily dependent on export of natural 
resources such as gold, copper and coal. Furthermore, a growing tourism sector or more inbound 
tourists to Mongolia is expected to have some spillover effect on the rest of the country brand 
dimensions as well. As more foreigners visit the country and consume local products and services, 
they are more likely to develop positive associations with its products in the future. Hence, this 
paper’s objective is to come up with strategic suggestions on how to improve Mongolia’s brand from 
a tourism perspective and attract more international tourists specifically targeting the Japanese 
inbound tourists. 
 In this paper, Japanese tourists are chosen as target consumers because this segment is 
believed to possess significant growth potentials due to several reasons. First, Japanese people, in 
general, have certain amount of awareness of and interest in Mongolia due to high-profile 
Mongolian sumo wrestlers in the country. Based on this initial apprehension, further promotion and 
branding efforts can lead to strong results in attracting actual visitors to the country. Second, Japan 
has large portion of affluent middle-class population who are increasingly interested in overseas 
                                                          
2 Digital Country Index Report 2017. https://www.digitalcountryindex.com/Mongolia-reputation  
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travelling. Especially, the growing elderly population in Japan are wealthy and got time to travel for 
extended periods. Hence, Japan is chosen as the target consumer group in this study.  
 
SECTION 4. METHODOLOGY 
 In order to come up with constructive proposals on how to improve Mongolia’s tourism 
brand, this study first examines Mongolia’s country profile including cultural, historical, political 
and geographic dimensions in Chapter 2. Moreover, the study examines the country’s tourism policy 
up to today and identifies the industry’s current challenges. In the next chapter, the study explores 
the current situation and existing trends of the Japanese outbound tourism market as well as the 
characteristics of Japanese tourists. These analyses are based on secondary source materials such as 
literature review of books, online articles and academic journals as well as the author’s primary 
knowledge and understanding of the respective countries. In Chapter 4, the paper examines a case 
study of successful tourism branding in Japan. It explores the past and the present branding strategies 
of Finland with respect to Japan and identifies successful campaigns and other factors.  
 Based on the above-mentioned research and analyses, the author constructs a strategic 
proposal on how to brand Mongolia as a tourism destination to Japanese inbound tourists in Chapter 
5. The strategic propositions include positioning, product portfolio matching and marketing 
recommendations. These recommendations are based on the author’s analyses such as SWOT 
(Strengths, Weaknesses, Opportunities and Threats) and STP (Segmentation, Targeting and 
Positioning).  
  
SECTION 5. TERMINOLOGY 
 When referring to tourism and tourists, the definitions vary source by source. This paper 
adopts the generally accepted WTO definition of tourism which states that “[tourism is] the activities 
of a person outside his or her usual environment for less than a specified period of time and whose 
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main purpose of travel is other than exercise of an activity remunerated from the place visited” 
(Chadwick, 1994). A tourist is defined as “a person who travels away from home for leisure, 
business or other purposes for longer than a day but less than a year” (Holomisa et al., 2011). 
Tourists are classified into four main categories depending on their needs and reasons for travelling: 
business and professional tourists, leisure and holiday tourists, tourists travelling to visit friends and 
relatives, and youth tourists including backpackers and gap year travelers. In this paper, the term 
tourist generally refers to leisure and holiday tourists. The aim of this paper, hence, is to increase the 
flow of inbound leisure tourists from Japan to Mongolia.  
 Inbound tourism refers to “tourism of non-resident visitors within the economic territory of 
the country of reference”. On the other hand, outbound tourism is the “tourism of resident visitors 
outside the economic territory of the country of reference” (UNSD, 2001). Hence, Japanese residents 
travelling to Mongolia is considered inbound tourism for Mongolia while it is outbound tourism 
from Japan’s perspective. In the upcoming chapters, the paper also discusses about package tours 
and free individual travelling. Package tours refer to a group of tourists who purchases a travel 
package from a tour operator or an agent. Free individual travelers are, on the other hand, people 
who plan and arrange their own travel and purchase directly from the local suppliers. 
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CHAPTER 2. MONGOLIA INBOUND TOURISM 
SECTION 1. COUNTRY PROFILE 
 Mongolia is a landlocked nation located to the south of Russia and north of China. The 
country has total land area of 1,553,560 km2 and population of 3.1 million people, which makes it 
the most sparsely populated nation in the world (Worldometers, 2018). Almost 45% of the current 
population lives in the capital city, while approximately 30% live as nomadic herders in the 
countryside3. Rest of the population lives in smaller cities and provincial towns. 
 The nomadic population still lives moving from one pastureland to another in search for 
suitable grazing land as the seasons change. The most common livestock are sheep, goats, cattle, 
horses and camels. According to the latest count, the country has 4 million horses, 4 million cows, 
0.4 million camels, 30 million sheep and 27 million goats, and in total almost 66 million livestock4. 
Around three-fourths of Mongolia’s land area consists of pastureland and supports the large number 
of grazing livestock.  
 Geographically, Mongolia has remarkable variety of scenery ranging from upland steppes, 
semideserts, and deserts to forests and high mountain ranges. It has three cultural and two natural 
properties inscribed on the World Heritage List by the United Nations Educational, Scientific and 
Cultural Organization (UNESCO). Cultural assets Great Burkhan Khaldun Mountain and its 
surrounding landscape was inscribed in 2015, Orkhon Valley cultural landscape in 2004 and 
Petroglyphic Complexes of the Mongolian Altai in 2011. Natural properties of Dauria and Uvs Nuur 
basin were inscribed in 2017 and 2003 respectively5. The country, as a whole, is elevated an average 
of 1,580 meters above sea level which makes it one of the world’s highest countries. It has harsh 
continental climate with long cold winters and short warm-to-hot summers6. 
                                                          
3 Mongolian Statistical Information Service. 
http://www.1212.mn/tables.aspx?TBL_ID=DT_NSO_0300_004V5  
4 National Statistics Office of Mongolia, 2017. https://www.nso.mn/content/1851#.WvJmaYiFPSE  
5 UNESCO. https://whc.unesco.org/en/statesparties/mn  
6 Encyclopedia Britannica. Mongolia. https://www.britannica.com/place/Mongolia  
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 Mongolia is also a nation with long and extraordinary history. United Mongolian state of 
nomadic tribes was established during the early 13th century by Genghis khan and went on to 
become the largest continuous land empire in history at which point in time, Mongolian empire 
stretched from Eastern Europe and parts of Central Europe to the Sea of Japan. To the north, it 
extended into Siberia, and to the south, it reached Indochina and Iranian Plateau7. Since the death of 
Genghis khan, the empire was weakened and split due to wars over succession. It was eventually 
colonized by China in 1691. With help from Russian army, the Mongolians expelled the Chinese 
forces in 1921 and gained its independence. From 1921 to 1990, Mongolia was a socialist one-party 
state with close ties to the Soviet Union. It collectivized livestock and established socialist regime. 
Democracy and the current multi-party political system were introduced in 1990 after series of 
peaceful strikes and democratic movement.   
 Today Mongolia pursues peaceful, open, independent and multi-pillared foreign policy. It 
maintains diplomatic relations with 163 countries8 and accepts citizens of 19 nationalities visa-free 
into the country including USA and Japan9. Since 1990, the country’s GDP has increased from $2.56 
billion to $11.18 billion in 2016. Please see Figure 2.1.1. Over the same period, the GDP per capita 
grew from $1,172 to $3,69410.  
                                                          
7 Wikipedia. https://en.wikipedia.org/wiki/Mongol_Empire  
8 Embassy of Mongolia to the United States of America. http://mongolianembassy.us/about-
mongolia/foreign-relations-of-mongolia/#.WvPFCoiFPSE 
9 Mongolia Visa. http://mongoliavisa.com/visa-free-countries.html  
10 World Development Indicators. https://datacatalog.worldbank.org/dataset/world-development-
indicators  
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Figure 2.1.1.  
         Source: World Development Indicators
Mongolia - Gross domestic product in current prices
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SECTION 2. INBOUND TOURISM OVERVIEW 
Mongolia’s tourism industry began developing during the 1950s. Until the democratic 
revolution of 1990, the industry’s operation was limited to one state-owned tour operator “Juulchin”. 
However, since 1990 until 1998, various privately held tourist facilities and camps opened at popular 
destinations and offered general attractions. During this time, tourism sector was largely left on its 
own to develop without much investment in the sector. Tourism products were unfocused, 
undifferentiated and service quality was especially poor. However, due to growing inflation, poverty 
and economic pressures following the political transitioning, the Government of Mongolia started to 
identify tourism as one of the priority sectors to stimulate social and economic development. 
Subsequently Ministry of Infrastructure Development of Mongolia and Japan International 
Cooperation Agency (JICA) jointly created a master plan on national tourism development in 1999. 
Accordingly, various efforts were made such as the establishment of National Tourism Council, 
legal revision to incentivize more foreign direct investment to tourism sector and construction of 
roads and infrastructure at popular destinations.  
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While there have been many fluctuations, the contribution percentage of tourism industry 
to total GDP has increased significantly over time. In 2017, tourism industry contributed 11.4% (as a 
percentage of GDP) to total GDP. Please see Figure 2.2.1. for further details. 
Figure 2.2.1.  
Source: World Travel and Tourism Council
Mongolia - Contribution of travel and tourism to GDP as a share of GDP
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Since 1995, the number of inbound international tourists has steadily increased as well. 
From the trough of 55,000 in 1997, the number of inbound tourists reached the peak of 476,000 in 
2012. As of 31 Dec 2016, Mongolia received 404,163 international tourists. According to Yu and 
Goulden (2005), factors such as favorable visa regulations, which allowed visitors to get visa at the 
border, establishment of National Tourism board in 1995, positive word of mouth by Korean and 
Japanese business travelers, helped to increase the incoming tourism flow. Please see Figure 2.2.2. 
Another interesting finding from Yu and Goulden’s study reveals that, by far, the most significant 
source of information to travelers to Mongolia has been word of mouth for tourists of all 
nationalities including Europe, Japan, America and Asia Pacific11. This demonstrates the importance 
of offering great travel experience to incoming tourists and ensure satisfaction which, in turn, will 
translate into word-of-mouth marketing for the country. 
                                                          
11 Sources of information: Word of mouth 32%, internet sources or television less than 10%, tour 
brochures from travel agencies 25%, self-readings 21% and others.  
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Figure 2.2.2.  
      Source: World Development Indicators (WDI)
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In calendar year of 2016, 32% of all inbound international tourists were from China, 21% 
were from Russia and 14% were from Korea. Japanese tourists constituted 5% of all international 
tourist arrivals to Mongolia. From 2013 to 2016, share of Chinese inbound tourists declined from 
43% to 32%. Share of Russian tourists increased from 18% in 2013 to 21% in 2016. Share of 
Japanese tourists increased slightly from 4% to 5%. Please see Figure 2.2.3.  
Figure 2.2.3.  
China 178,326   43% 157,561   40% 145,029   38% 131,312   32%
Russia 74,468     18% 73,055     19% 70,668     18% 84,065     21%
Korea 45,178     11% 45,476     12% 47,213     12% 57,587     14%
Japan 18,178     4% 18,282     5% 19,277     5% 19,985     5%
USA 14,701     4% 13,987     4% 14,420     4% 15,859     4%
Others 86,964     21% 84,483     22% 89,597     23% 95,355     24%
Total 417,815   392,844   386,204   404,163   
     Source: Mongolian Statistical Information Service
2013 2014 2015 2016
 
 Majority of international leisure tourists purchase tour packages from local operators when 
coming into the country. However, there is increasing trend of individual tourists who plan their own 
trips and book each component separately. According to Mongolia’s National Tourism Center 
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(MNTC), independent travelers usually spend 35% less per day as compared to package travelers12. 
Nonetheless, this shift also offers to smaller, niche local tour operators to offer more differentiated, 
individual products and services.  
 
SECTION 3. CURRENT POLICIES 
In recent years, Mongolia is emphasizing its nomadic culture and lifestyle in promoting 
international inbound tourism. In January 2013, the Ministry of Culture, Sport, Tourism of Mongolia 
(MCST) 13  approved “Go Nomadic, Experience Mongolia” as its new slogan for advertising 
Mongolia’ tourism sector. The slogan was extensively used in commercials and fairs during the year. 
However, in February 2014, the slogan was changed into “Mongolia, Nomadic by Nature” in order 
to better capture and communicate both the nomadic lifestyle as well as the pristine nature of 
Mongolia. The MCST’s overall strategy has been to focus marketing and promotional activities on 
Mongolia’s nomadic culture and history as well as one-of-a-kind outdoor adventure tourism products. 
Common outdoor adventure activities include trekking, hiking, fishing, hunting, bird-watching, 
horseback riding, mountain biking, etc.  
Adventure tourism and outdoor sports are growing fast in Mongolia as well as around the 
world. According to Global Report on Adventure Tourism published by the Adventure Travel Trade 
Association (ATTA), the sector grew at 65% on a yearly basis from 2009 to 2013 and became a 
$263bn industry in the US and Europe alone14. In Mongolia, tour operators are offering luxury 
hunting, fishing or photography package tours in remote areas. Cross-country jeep and motorcycle 
tours are popular as well. It grew in popularity after Scottish actor Ewan McGregor rode across 
                                                          
12 Oxford Business Group. https://oxfordbusinessgroup.com/overview/mongolias-tourism-sector-
looks-its-natural-assets-secure-its-future  
13 Now referred to as the Ministry of Environment, Green Development and Tourism (MEGDT).  
14 Global Report on Adventure Tourism, 2014. Accessed on May 25, 2018 at: 
http://cf.cdn.unwto.org/sites/all/files/pdf/final_1global_report_on_adventure_tourism.pdf  
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Mongolia on a motorcycle for UK television show “Long Way Round” which aired from October 
2004 until February 200515.  
 According to Mongolia Sustainable Development Vision 2030, the goal is to become the 
international destination for nomadic culture and tourism. In achieving this objective, the 
Government of Mongolia stipulated three phase action plan which include improving the 
infrastructure and service quality of major natural and cultural heritage sites and exhibitions in 2016 
– 2020, developing eco-tourism regions, products and services compliant with environmental and 
health requirements in 2021 – 2025, and promoting Mongolia’s nomadic culture and tourism brand 
globally to increase the number of foreign tourists to two million annually in 2026 – 2030.  
 
SECTION 4. CHALLENGES 
 Despite the government’s increased effort to further stimulate international tourism in 
Mongolia, the industry is still facing multitude of issues. One of the main predicaments has been the 
lack of unified and stable tourism strategy and promotional efforts (UNCTAD, 2012). While the 
government has tried to get more of the private sector involved, it has not been successful in 
establishing a close connection among the industry stakeholders. As a result, many private sector 
companies invest in individual, often times redundant and sometimes inconsistent projects with 
those pursued by the public sector, which undermines the creditability and efficiency of the whole 
industry. Furthermore, due to political instability in the Mongolian government, the public and semi-
public agencies responsible for formulating and implementing tourism strategies changed several 
times over the past several years, which resulted in significant change of personnel, policies and 
projects all of which contributed to inefficiency and loss of trust from domestic and international 
stakeholders.  
                                                          
15 Oxford Business Group. Accessed on May 25, 2018 at: 
https://oxfordbusinessgroup.com/analysis/outdoor-activities-mongolia-have-potential-serve-
cornerstone-its-tourism-industry  
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 Further challenges include limited availability of air transport connecting Ulaanbaatar 
(capital of Mongolia) to major international transit hubs, lack of convenient domestic transportation 
infrastructure, poor service quality, high seasonality, etc. There are currently only seven air carriers 
including MIAT Mongolian Airlines with direct flights to/from Ulaanbaatar, connecting the capital 
city to 10 other international cities16 abroad. For a list of the cities, please refer to Appendix 1. 
Moreover, during peak tourist seasons, the price of flights sharply increases in addition to the overall 
higher-than-average pricing due to limited supply. For instance, from June 27 to July 1, Ulaanbaatar 
– Incheon flight ticket cost approximately USD 885 while same distance Incheon – Hong Kong 
flight cost USD 30017. Lack of frequent domestic flights and other forms of fast and convenient 
modes of transportation connecting various provinces within Mongolia further adds to this challenge. 
 Another major challenge to the scrambling tourism industry is the extreme seasonality due 
to weather conditions. Mongolia has extreme continental weather conditions, which usually range 
from -40C to +30C throughout the year. Due to high altitude, evenings are cool even during late 
spring and early autumn. Hence, the tourist season is concentrated on June – August period during 
which, the country receives an influx of visitors while during the rest of the year, the industry 
stagnates as tourism traffic dies down and most tour camps close for the year. This seasonality also 
makes it difficult to pursue long-term career in the tourism industry. Hence, the sector suffers from 
lack of well-trained human resources and consequently, overall poor service quality.   
 
SECTION 5. TOURISM BRAND RANKING 
 Bloom Consulting is a nation branding consultancy firm founded in 2003. The firm 
publishes annual Digital Country Indices as well as Country Brand Ranking Tourism and Trade 
edition reports in collaboration with the World Economic Forum (WEF). The Tourism edition report 
measures the nation brand appeal of every country from a tourism perspective. Every country is 
measured across four variables, which are economic performance, digital demand, country brand 
                                                          
16 Chinggis Khaan International Airport. http://airport.gov.mn/  
17 Eagle news article. Accessed on May 28, 2018 at: http://eagle.mn/r/44502  
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strategy rating, and online performance. Economic performance variable is measured by the 
country’s tourism receipts and tourism receipts growth. Digital demand or the total online demand 
for a country is measured by the amount of search volume regarding a country’s culture, general 
information, and other specific activities such as adventure, animal watching and beaches. For a full 
list of 45 brandtags used to analyze online tourism-related searches, please see Appendix 2. Country 
brand strategy rating or the accuracy of a country’s tourism branding strategy is measured by 
comparing the most popular brandtags as measured by the digital demand index to those most 
heavily promoted by the country. The more synergy there is, the better the country brand strategy 
rating is. Online performance or total online presence of a country is analyzed by calculating the 
number of total visits and average total time spent per visitor on the website of the country’s tourism 
organization or other related social media sites such as Facebook, Twitter and Instagram (Country 
Brand Ranking, 2017).  
According to the Country Brand Ranking, Tourism Edition 2017 report, Mongolia was 
placed 137th out of 193 countries and territories worldwide, 36th out of 46 Asian nations and country 
brand strategy-wise, was rated BBB or very good. According to tourism edition reports of 2013 – 
201718, Mongolia ranked as below. Please refer to Figure 2.5.1.  
Figure 2.5.1.  
Year
World 
rank
Asia 
rank
CBS 
rank
2013 134 39 A
2014 136 38 BB
2015 136 38
2016 38
2017 137 36 BBB
            Source: Country Brand Ranking, Tourism Edition  
                                                          
18 Country Brand Ranking Tourism Edition Reports. Accessed on May 28, 2018 at: 
https://www.slideshare.net/bloomconsult/bloom-consulting-country-brand-ranking-tourism2013 
https://www.slideshare.net/bloomconsult/bloom-consulting-countrybrandrankingtourism 
https://knoema.com/BCCBRT2015/country-brand-ranking-tourism-edition-2015?country=1000810-
mongolia 
https://www.bloom-
consulting.com/en/pdf/rankings/Bloom_Consulting_Country_Brand_Ranking_Tourism.pdf  
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 Over the 5-year period, Mongolia’s world ranking consistently declined from 134th to 137th. 
However, over the same period its rank within Asia region improved from 39th to 36th. This may be 
due to better branding efforts by the rest of the world as compared to Asian countries. In terms of 
country brand strategy ranking, the rating fell from ‘Slightly strong’ to ‘Good’ from 2013 to 2014. 
However, it improved to ‘Very good’ rating in 2017. Hence, Mongolia’s current strategy to promote 
its nomadic culture and adventure products seems to concur with what international tourists are 
interested and searching online with respect to the country.  
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CHAPTER 3. JAPAN OUTBOUND TOURISM 
SECTION 1. OVERVIEW 
 Japan’s outbound tourism is a huge industry with approximately 17 million people or 13% 
of the total population departing the country annually for travel purposes to various destinations 
around the world. The industry experienced rapid growth during the 1980s and 1990s. Please see 
Figure 3.1.1.  
Figure 3.1.1.  
 
Since 1995, the number of outbound tourists has fluctuated between 15 and 18 million except in 
2003, when it dropped to 13 million due to SARS outbreak, which spread to over 30 countries and 
resulted in 916 deaths19.  
 In terms of travel destination, North America is the most popular among Japanese tourists 
with China and Korea being the second and third. Other popular destinations include Taiwan, 
Hawaii and Thailand. Please refer to Figure 3.1.220.  
                                                          
19 World Health Organization. Accessed on May 28, 2018 at: 
http://www.who.int/csr/sars/country/country2003_08_15.pdf?ua=1  
20 JTB Tourism Research & Consulting. Accessed on May 28, 2018 at:  
https://www.tourism.jp/en/tourism-database/stats/outbound/  
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Figure 3.1.2. 
 
        Data source: World Data Atlas  
Since 2000, number of Japanese tourists to U.S.A has been decreasing continuously. In 2017, the 
number further declined as ‘Trump slump’21 persists. On the other hand, tourism to Taiwan and 
Thailand has been steadily growing over the years.  
 In terms of age demographics, tourists between 40 – 49 make up the largest group or 21% of 
the total outbound Japanese tourists. 30 – 39 age group tourists make up 19% and 50 – 59 travelers 
make up another 18%. In total, 30 – 59 age group makes up almost 60% of the total outbound 
tourists. Tourists between 60 – 69 make up 13% and amount to approximately 2.3 million people. 
Please see Figure 3.1.3.  
                                                          
21  Due to increasing travel bans and deteriorating reputation, U.S. inbound tourism industry is 
experiencing decline since the start of Donald Trump’s presidency and this trend is being referred to 
as ‘Trump slump’.   https://www.forbes.com/sites/alexandratalty/2017/10/12/us-economy-losing-
billions-as-trump-slump-continues-in-tourism-sector/#23490f621869  
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Figure 3.1.3.  
Source: Ministry of Justice, JTB Report 2016
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SECTION 2. JAPANESE TOURIST CHARACTERISTICS 
 According to Hofstede and Minkov, Japanese people are culturally more collective, avoid 
uncertainty, have more long-term orientation and show more restraint as compared to Westerners. 
Due to such cultural differences, touristic behaviors of the Japanese are distinct as well. For instance, 
Ahmed and Krohn find that because Japanese culture has strong belongingness component, Japanese 
tourists tend to travel in groups and seek comfort in togetherness. Furthermore, they find that 
Japanese tourists tend to avoid participating in physical activities and engaging in adventurous 
leisure pursuits in general. Instead, they enjoy taking photos, collecting souvenirs and other such 
items as evidence of travelling to popular destinations.  
In terms of satisfaction, Donthu and Yoo find that service quality, responsiveness and 
punctuality are important factors for Japanese tourists. Turcq and Usunier further suggest that the 
Japanese are extremely keen on detail, aesthetics, quality and service and usually demand higher 
quality of service than other international tourists. Regarding purchase pattern, Japanese tourists tend 
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to spend a lot of time on decision making in the pre-purchase stage. They carefully pre-plan their 
entire travel arrangements, examining all alternative options, their pros and cons, and prices. Hence, 
detailed, accurate and reliable information should be provided to these tourists. On the other hand, 
the purchase stage itself is swift (Ziff-Levine, 1990).  
 
SECTION 3. DISTRIBUTION CHANNEL AND PURCHASE TREND 
 Package tours have traditionally been very popular among Japanese outbound tourists. Even 
though this trend has been reversing in the recent years, the size of package tourists still represents a 
significant portion of the total outbound tourists. As of 2015, package tours including group travel 
made up 40% of total outbound travelers. Individual travelers made up 57%. Please refer to Figure 
3.3.1.  
Figure 3.3.1. 
Source: Japan Tourism Marketing Co., “Factual Survey of the Overseas Travel Situation”  
 The distribution channel for package tours is as shown in Figure 3.3.2.  
Figure 3.3.2.  
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Operators are wholesalers, which buy flights, accommodations, attractions and other products and 
services in bulk from suppliers such as air carriers and hotels. The wholesalers, then, put different 
products into packages and sell them to travel agencies. Travel agencies, then, sell the tour packages 
to final consumers. Consumers typically make their purchasing decisions after consulting with travel 
agents and considering several options. There are over 10,000 travel agencies in Japan, which offer 
overseas and domestic tour packages. Hence, there is strong competition among operators and 
agencies to market their respective products to potential consumers.  
 Free individual traveler (FIT) channel, on the other hand, is more of a pull market (Borgman, 
2008). Please refer to Figure 3.3.3. 
Figure 3.3.3.    
 
Final consumers make their own decisions regarding their trip components based on information 
they collect via internet, media, family and friends. Then, they make their purchases directly from 
suppliers and/or from travel agencies and operators. Due to widespread use of internet, availability 
of relevant information, and prevalence of social media sites such as Facebook and Instagram, this 
channel is growing more popular. According to Japan Tourism Marketing Company, 62% of all 
travel bookings by Japanese people were done via Internet as compared to 16% via travel agencies in 
2015. Please see Figure 3.3.4.  
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Figure 3.3.4. 
Travel Reservation Methods
 
 
SECTION 4. OUTBOUND TO MONGOLIA 
 From Narita airport in Tokyo to Chinggis Khaan22 international airport in Ulaanbaatar, it 
takes five hours and thirty minutes of direct flight via MIAT Mongolian Airlines. During the tourist 
season of June – August, a round trip direct flight ticket costs an average of USD 1,200.  
Japan’s outbound tourism to Mongolia has been increasing steadily over the past years. 
Since 2009 to 2016, the number of tourists to Mongolia increased from eleven thousand to almost 
twenty thousand. Please see Figure 3.4.1.  
                                                          
22 Genghis Khan is spelled as Chinggis Khaan in Mongolian in accordance with local pronunciation.   
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Figure 3.4.1.  
Source: Mongolian Statistical Information Center
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The number of tourists fell significantly in years 2003 and 2009 within the past 15 years. In 2003, 
outbound tourism to Mongolia fell due to SARS outbreak, a viral respiratory disease, which started 
in southern China and spread throughout the region and some parts of the western world. From 2007 
to 2009, tourist flow dropped due to global financial crisis and economic slowdown.  
 According to Wind Travels (株式会社風の旅行社), a tour agency headquartered in Tokyo 
which sells tour packages to Mongolia as well as other destinations such as Nepal, Bhutan and Tibet, 
212 people travelled to Mongolia through the agency from 1 Jul 2017 – 29 Aug 2017 
(Chuluunbaatar, 2018). The agency offers horse-riding package tours, homestay packages and 
sightseeing and theme tours. It has 18 different horse-riding packages, which range somewhere from 
five to nine days and towards various destinations. In the homestay category, the agency offers 8 
different packages of varying duration and location. The agency has 26 different sightseeing and 
theme tours, which feature different regions such as Taiga (boreal forest) where tourists can 
experience reindeer caravan and festivals such as eagle hunting.  
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 According to data from the agency, out of 212 tourists, 50% chose 5-day tours, 33% chose 
8-day tours and 10% chose 7-day tours. The most popular package was horse-riding and star-gazing 
package tour which was purchased by 50 people or 24% of the total sample size. According to a 
survey among the tourists, reasons for popularity of this particular package included being able to 
ride horses every day, minimizing travel time by going to tourist camp directly from the airport and 
availability of different courses for inexperienced people. Other popular tours include national 
ethnographic museum visiting and flower biking and grassland horse-riding which were purchased 
by 25 and 22 people respectively. For further details, please see Figure 3.4.5.  
Figure 3.4.5.  
Package selections
Source: Chuluunbaatar, B. モンゴルへの観光意欲の決定要因  
 In terms of gender distribution, 135 out of 212 or 64% of the travelers were female. Age-
wise, people in their 60s make up the largest portion of 25% or 54 tourists. Travelers in their 70s and 
50s make up the second and third largest group of 23% or 48 people and 15% or 31 people 
respectively. For further details, please see Figure 3.4.6.  
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Figure 3.4.6.  
Age and gender distribution
Source: Chuluunbaatar, B. モンゴルへの観光意欲の決定要因  
According to Yu and Goulden’s (2005) study on satisfaction level of tourists to Mongolia, it 
was revealed that Japanese tourists were highly satisfied with nature (4.6 out of 523) and nomadic 
lifestyle (3.9), Ger camp (3.6), history (3.5) and culture (3.5). Other high-satisfaction tourist 
activities included photography (4.49), visiting nomads (4.22), horse-riding (4.28), hiking (4.22) and 
botany (4.09). Overall, Japanese tourists’ impressions of Mongolia were unique, interesting, 
educational and adventurous. On a scale of 5, Japanese tourists rated Mongolia 4.11 as a place to 
recommend to friends and families.  
                                                          
23 5-point scale: 1 being ‘least satisfied’ and 5 being ‘very satisfied’. 
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CHAPTER 4. FINLAND CASE STUDY 
SECTION 1. BRAND FINLAND IN JAPAN 
 Tours to Nordic countries such as Finland and Sweden are very popular among the Japanese 
outbound tourists. These countries offer nature, scenery, rich cultural and historical heritage as well 
as safety and cleanliness. Japanese tourists, especially elders, are attracted by these qualities to travel 
to the region (Borgman, 200824). Moreover, the region has been actively promoting itself specifically 
targeting Japanese tourists for years.  
Scandinavian Tourist Board (STB) is a joint initiative by three countries within the region 
and is fully owned by Visit Denmark, Innovation Norway and Visit Sweden, national tourist boards 
of the respective countries. The STB is responsible for promoting Scandinavian region and its 
tourism products to the Asia-Pacific markets, specifically major markets of Japan and China. Since 
1986, the STB has carried out numerous events and programs, which helped to increase the 
international tourist flow over the years.  
Since 1995, the number of international tourists to the Nordic countries has continuously 
increased. Finland received 1.8 million tourists in 1995, which increased to 2.8 million in 2016. 
Sweden had 2.3 million international tourist arrivals, which in 1995 which reached 6.8 million as of 
2016. Over the same period, Denmark and Norway’s international arrivals increased from 2.1 
million and 2.8 million respectively to 10.8 million and 6 million. Please see Figure 4.1.1.  
                                                          
24 This chapter is mostly dependent on Borgman’s paper ten years ago. 
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Figure 4.1.1.  
Source: World Data Atlas
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Since 2000, international tourism to the region boomed, especially to Denmark, which 
experienced remarkable growth from 2003 to 2005. In December 2002, the Danish Tourist Board 
established a tourism task force which worked aggressively on tourism action plans and events and 
activities. Famous events include 200th anniversary Hans Christian Andersen celebrations which 
featured famous artists such as Tina Turner and the International Parade in Copenhagen in 2005. 
Another major attraction was Eurovision 2005, world’s largest live music event, which took place in 
Copenhagen helped to increase tourist arrivals dramatically. Out of the four countries, Finland had 
the most modest growth over the span of the last 20 years. 
 However, in terms of incoming Japanese tourists, Finland experienced the largest growth. 
Figure 4.1.2. below represents the number of nights spent by Japanese nationals at tourist 
accommodations such as hotels, holiday and other short-stay accommodations, camping grounds, 
recreational vehicle parks and trailer parks.     
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Figure 4.1.2.   
Source: Eurostat
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While STB has been promoting Sweden, Denmark and Norway to the Asia-Pacific region, 
Finland had the highest growth in terms of Japanese tourist stays. The number consistently increased 
from 120,000 nights in 1998 to 215,000 nights in 2016. On the other hand, Japanese stays in all other 
Scandinavian countries declined over the same period. In 1998, Finland ranked 3rd out of the four 
countries in terms of Japanese tourist stays. By 2003, it overtook all other countries and continued to 
receive even more Japanese travelers. While the other three countries take in much greater number 
of international tourists on an annual basis, the portion of Japanese tourists to Finland has been the 
largest.  
 According to a survey of 1600 Japanese respondents regarding the Nordic countries, 
Finland was rated as having the highest positive image (Lindblom, et al., 2016). Almost 50% of the 
respondents answered that they were either rather likely or very likely to travel to Finland within the 
next 12 months while the percentage dropped to 33% for Sweden and 28% for Denmark. This result 
confirms the strong Finland brand presence in Japan. Hence, this chapter explores to understand 
what caused Finland to become such a popular destination for the Japanese as compared to the 
neighboring countries and analyzes its tourism promotion strategy with respect to the market.  
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SECTION 2. FINLAND STRATEGY 
 Over the years, Finland’s tourism strategy has evolved in successive phases. During the 
1990s, the country promoted itself as part of a Scandinavian tour and appealed to its natural beauty 
and land attractions. As of 1989, Finland had 187,888 lakes or one lake for every 26 people25. It was 
called “the land of a thousand lakes” and promoted Middle Finland or Keski Suomi region as the 
Finnish Lakeland. In promoting the region, instead of focusing on the natural beauty from a 
landscape point of view, it established water as a source of livelihood and the Lakeland region as the 
heart of Finnish identity (Figure 4.2.1).  
Figure 4.2.1. 
 
Source: Visitfinland.com 
 
                                                          
25 New York Times article. Accessed on Jun 3, 2018 at: 
https://www.nytimes.com/1989/04/16/travel/a-land-of-a-thousand-lakes.html  
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This presentation transforms a natural site from impassive scenery to enjoy into a spiritual ground 
with emotional values. This helps to promote not only directly related tourism products such as ship 
cruises, boat tours, canoeing and fishing but also surrounding livelihood such as fauna and flora, and 
local sustenance of lakeside cottages and small islands (Figure 4.2.2). Furthermore, famous arts and 
photographs associated to the region were simultaneously introduced and endorsed.  
Figure 4.2.2. 
  
                     Source: Visitfinland.com 
Another region heavily promoted by the Finnish Tourism Board (FTB), a national agency 
under the Ministry of Employment and the Economy responsible for actively promoting Finnish 
tourism, was Lapland, highly elevated region famous among hikers and tourists as a country of 
reindeer, midnight sun, and Santa Claus. It is known as the hometown of Santa Claus and promoted 
as a magical, mystical winter wonderland (Figure 4.2.3).  
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Figure 4.2.3 
 
                      Source: Visitfinland.com  
Products such as skiing, husky and reindeer sledges are among those promoted during the winter 
season. During the summer, midnight sun or 24-hour sunlight during June and July is highlighted 
with attractive events held such as Midnight Sun Film Festival (Figure 4.2.4). 
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Figure 4.2.4 
  
Source: Visitfinland.com 
Another highly marketed natural phenomenon during the late 1990s was aurora borealis. 
Finland is known to be one of the best countries on earth to watch this phenomenon. Finnish Lapland, 
for instance, boasts over 200 nights a year when the Northern Lights, a natural light display in the 
sky, can be seen (Figure 4.2.5). Related products promoted were snowshoeing, sled dog touring, 
glass igloos, etc.  
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Figure 4.2.5. 
 
  Source: Visitfinland.com 
A highly successful promotion with respect to the Japanese market during the time was the 
animation series in Japan called “Tales from Moominvalley”, based on a popular comic strip 
character Moomin, which was created by Finnish illustrator Tove Jansson26 in 1945. The 104-part 
series were followed by a full-length movie and started a Moomin boom in Japan as well as in 
Finland and abroad in the 1990s. A whole merchandising industry developed around the Moomin 
characters. Helsinki international airport was decorated with Moomin images and Finnair painted its 
planes to Japan with Moomin figures. Finland opened Moomin World theme park in 1993 and it 
became one of Finland’s most popular international tourist destinations.  
                                                          
26 Website accessed on Jun 5, 2018 at: https://www.moomin.com/en/history/   
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  As Finland explored its nature-based resources and tourism products over the years, it 
started to mature, and growth slowed down in the early 2000s. From then onwards, the country 
shifted its promotional strategy towards technology, innovation, education and design. Starting in 
late 2001, the Finnish Institute in Japan carried out “Feel Finland” campaign aimed at introducing 
Finnish culture, sciences and business to both Japanese experts in related fields and the general 
public (Valaskivi, 2016). The aim, at the time, was “to profile Finland as a country of high expertise 
and quality [in arts and sciences] and to strengthen cooperation among actors” (Feel Finland, 2004).  
FTB promoted Finnish design by organizing press tours, workshops, and design events in 
Japan. It sponsored magazines with Finnish design contents. Similar materials were reinforced on 
internet sites including FTB homepage. FTB also collaborated with Finland café, a café and design 
shop with authentic Finnish furniture, food, beverage and atmosphere which opens only one month 
per year at premium spots in Tokyo, to hold workshops and events bringing together both Finnish 
design industry and the Japanese businessmen. The café attracts 12,000 customers annually 
(Borgman, 2008). Moreover, it made 30,000-copy comprehensive design travel guide which 
included city guides of Helsinki, Copenhagen, and Stockholm including shops, goods, designers, 
cafes and restaurants and design hotels. The guide was distributed through furniture, interior and 
design shops, restaurants, bookstores, travel agencies, etc.  
According to Mission for Finland 201027, the country is targeting to brand itself as a 
problem solver, a global provider of social and technological solutions especially in the fields of 
education and environment. The country is using theme-based projects in order to achieve its 
objective. During the past several years, the country has conducted such projects as Finrelax – 
Making Finland a premium wellbeing tourism country; Finnish Archipelago – Making Finnish 
Archipelago internationally popular; Finland Stopover – Appealing Finland as a 4-5 day stopover 
tourist destination for travelers going to other Scandinavian countries via Helsinki instead of a 4-5 
                                                          
27 Country brand report accessed on Jun 8, 2018 at:  
https://www.demoshelsinki.fi/wp-content/uploads/2014/08/TS_Report_EN.pdf  
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hour transfer; Hungry for Finland – Promoting authentic, local food culture and make it a tempting 
and experiential theme of tourism.  
In 2014, the FTB launched Finngenerator, an application which makes it possible for 
anyone to “find out their inner Finn”28 name by inserting their own names (Figure 4.2.6).  
Figure 4.2.6. 
 
Source: Visitfinland.com 
It became a viral hit in Japan and over the world. It was personal, fun, and easy to use. In 2015, it 
launched a sequel called Finnscope29 which lets the user discover his/her “Finnish horoscope and 
who he/she is”. It is interactive and entertaining. The Finnscope results are related to other tourism 
products. For instance, a sample result of the Finnscope reads “Restless Glass Blower” (Figure 4.2.7) 
                                                          
28 http://www.visitfinland.com/campaigns/finngenerator/public/en/  
29 http://www.visitfinland.com/finnscope/  
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and ties the result to further information regarding local glass blowers and products. In the first two 
week of the campaign, it attracted more than 630,000 users and 860,000 sessions. In Japan, the 
campaign was also hugely successful with almost 580,000 sessions30. 
Figure 4.2.7. 
 
 
Source: Visitfinland.com 
                                                          
30 FTB. Accessed on Jun 8, 2018 at: http://www.byroo.fi/whats-finnscope-sign/    
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CHAPTER 5. MONGOLIA BRANDING STRATEGY 
SECTION 1. SWOT ANALYSIS 
This paper examines strategic potentials of and methods to promoting Mongolia as a 
holiday destination to Japanese leisure tourists. As examined in Chapter 3.1, most popular 
international destinations for Japanese tourists are North America, China, Korea, and Taiwan. Other 
popular destinations within the Asia region include Thailand, Hong Kong, Singapore, Vietnam, 
Malaysia, Indonesia, Philippines and Macao. Many of the locations appeal to tourists with their 
beautiful beaches, the sun and the sand. Others are prominent for their high-rise buildings, hotels and 
casinos, department stores and night entertainment. However, Mongolia is remarkably distinct from 
all those countries in the region.  
 
5.1.1.STRENGTH 
Mongolia is uniquely different from majority of its competitors within the region. It is 
famous for its vast, untouched grassland, blue sky, horses and yurts （ゲル、またはパオ）, which 
are not offered by other competing destinations in the region except for (possibly) Inner Mongolia 
(Figure 5.1.1.1).  
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Figure 5.1.1.1. 
 
Source: eternal-landscapes.blogspot.com  
However, because Inner Mongolia is not a country but just an autonomous region of the People’s 
Republic of China, it is not a widely promoted or recognized travel destination for international 
tourists to China. Since China is a vast country with plenty of different attractions to offer such as 
the Great Wall, Inner Mongolia is not ordinarily included in the mainstream tourist destinations for 
international travelers on China tours. Hence, Mongolia offers a unique travel experience as 
compared to competitors and has potentials to create an original, differentiated positioning within the 
market.  
Furthermore, Mongolia, as a country, is relatively well known in Japan due to Mongolian 
sumo wrestlers. While there are many countries where most of the population has never even heard 
of Mongolia, most of the Japanese population has a basic understanding of Mongolia and its 
traditional wrestling which narrowly resembles Japanese sumo. This is due to large number of and 
highly successful Mongolian wrestlers in sumo, the country’s national sport for over 1500 years, in 
Japan. Since 1992, 60 Mongolians, in total, have wrestled sumo, 22 of whom are still actively in the 
sports. Since 2003 to 2014, four Yokozuna titles were bestowed to Mongolian wrestlers raising the 
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country’s profile throughout the country. The sumo tournament is broadcasted by NHK both 
domestically as well as internationally. Because Mongolia already has basic recognition in Japan, 
branding and promotional efforts are expected to have better impact on increasing the tourism flow 
to Mongolia.  
 
5.1.2. WEAKNESS 
 As compared to major competitors, international direct flight connections to Mongolia are 
scarce and expensive. As discussed in Chapter 2.4, direct flights to the capital city, Ulaanbaatar, are 
limited with higher than average pricing as compared to destinations with similar distance. Most 
common transit flights are via Seoul and Beijing. Even though price might be cheaper for transit 
flights, total travel time increases two or three-fold.  
 Another transportation weakness is availability of fast and convenient domestic travel 
options. Domestic flights are few, and connect only a few large provincial centers to the capital city. 
Most tourist destinations are several hundred kilometers away from provincial centers, which 
necessitates several hours of car drive to reach the final destinations. Depending on road conditions 
(most rural destinations in Mongolia have no paved roads), the car drive can consume most of the 
day, which can be too time-consuming for busy travelers who do not have long consecutive holidays. 
Moreover, prolonged car drive on a dirt road can be tiresome and inconvenient. As mentioned in 
Chapter 3.4, sanitation can be a noteworthy issue during a long drive with no established restrooms 
on the way. For international tourists, this can be a major cause of inconvenience.  
 Language barrier is another hurdle, especially for free individual travelers. Mongolia’s 
official language is Mongolian. While many of the people in the capital city can understand English, 
the general population in rural areas does not speak English. While Russian is the third most popular 
language in Mongolia, it is not spoken commonly enough. Without an established package and/or a 
tour guide, navigating oneself through rural Mongolia can be extremely difficult for individual 
travelers. Other common Asian languages such as Chinese and Japanese are not spoken in Mongolia. 
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Hence, free individual travelling to Mongolia can be very restrictive if one does not have local 
contact to offer support.  
 In general, there is lack of international standard infrastructure, tourist centers and 
developments at popular tourist destinations. While there are many local establishments, many are 
small and not well qualified due to low-budget investments by individual, local firms. The tourism 
industry regulatory framework is young and not well established. As a result, there is not much 
coordination and quality check from the regulators. This can lead to confusion and dissatisfaction for 
international tourists.  
 Furthermore, the industry lacks highly trained human resources. Most of the service staffs 
working at tourist centers and camps are inexperienced university students who work during the 
summer seasons. There are not many people who are pursuing a long-term career in this sector due 
partly to the high seasonality and low pay. Hence, the service quality can only be considered 
moderate with much room for improvement.  
 
5.1.3. OPPORTUNITIES 
 Mongolia has several unique and inimitable advantages it can employ to boost its 
international tourism industry. One of them is Mongolia’s unique and long-standing history. A 
central figure of Mongolian and world history is Genghis Khan. Mongolia can leverage its history 
and heritage to promote Genghis Khan related historical tourism products such as tour to his 
birthplace, his museum, the old capital of the Mongolian Empire, etc. 
 An opportunity to be further explored is the promotion of nomadic culture and lifestyle, 
which is still being preserved to this day since the ages of Genghis Khan. Mongolians have 
traditionally lived on the plains riding horses and herding livestock. Local people live in traditional 
Gers (yurts) and mostly live on livestock produce such as milk, cheese, and dried curds, which are 
made by coagulating milk, and meat. Daytime homestay with local people and getting to experience 
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a day of the nomadic Mongolian life can be a very interesting experience. Tourists can watch and/or 
experience milking goats and cows, riding horses and camels, herding livestock, making local cheese, 
etc.  
 Another tourism opportunity is further exploration of nature-based tourism. Mongolia offers 
beautiful landscape ranging from desert and steppe to mountains and forests most of which are 
pristine and uninhabited by humans. Further promotion of natural parks, world heritage sites and 
surrounding fauna and flora can increase the flow of natural sightseeing tours. Furthermore, related 
products such as adventure travelling through the wilderness (cross-country biking, hiking, etc.) 
have good potentials to expand. Promotion of adventure traveling during the winter months can help 
to lessen tourism seasonality.  
 Yoga and meditation tour in Mongolia is yet another sector with increasing potentials. Since 
Mongolia is a remote wilderness with population of only three million, peace and quietness can be 
found anywhere. If one goes out of the capital city, he/she may find himself/herself with nothing but 
the sky and the earth surrounding within an hour drive. In today’s busy world of internet and 
connectivity, people are increasingly searching for recluse and serenity. Some well-known yogis 
have come to Mongolia for retreats over the years and there is increasing interest in yoga and 
meditation tours to Mongolia.  
 
5.1.4. THREATS 
 Mongolian tourism industry is a young sector, which started growing since 1990 when the 
country transitioned to democracy and privatized previously socialist state-owned properties. Since 
late 1990s, the government has been trying to stimulate the tourism industry and been taking various 
measures. Due to young democracy and unsolid political system, laws and regulations regarding the 
tourism industry and responsible ministries and agencies have changed several times over the years, 
each undermining the work of the previous authority. Due to this inconsistency and unsteady 
policies by relevant tourism authorities, the tourism strategy pursued so far has not been as fruitful. 
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Furthermore, there is increasing threat of reluctance regarding foreign direct investment and 
international assistance into the tourism sector. This could significantly slow down the growth rate 
and learning curve of the sector.  
 Another potential threat is the probability that China may advertise tourism to Inner 
Mongolia more aggressively emphasizing similar points of attraction such as nomadic culture, 
grasslands and Genghis Khan. Because Inner and Outer Mongolia used to be one and the same 
country, the two regions share many common characteristics. If China promotes Inner Mongolia 
more actively with similar propositions as Outer Mongolia on international platforms, it would make 
it difficult for Mongolia to effectively differentiate itself. Currently, Inner Mongolia is mostly 
promoted via individual travel agencies. Practical potentials of China promoting Inner Mongolia on 
official platforms internationally is, however, considered low since it is an autonomous region (since 
1947) with certain political sensitivity.  
 
SECTION 2. STP ANALYSIS 
 Chapter 3.4 explored demographic characteristics of Japanese tourists to Mongolia. The 
analysis revealed that seniors in their 60s and 70s make up the largest portion of incoming Japanese 
travelers. This demographic group is affluent and has time for international travels since many of the 
Japanese fully retire at 60 years of age, and the rest switch to a lighter job. Seniors aged more than 
60 make up 33%31 of Japan’s total population and are increasing. According to Japan Association of 
Travel Agents (JATA), international senior travel has been growing considerably over the past years. 
Since domestic transportation in Mongolia between destinations tends to be time-consuming, it is 
better to target senior travelers who have more time as compared to middle-aged professionals. 
Hence, the major target consumers, in this paper, are Japanese outbound tourists in their 60s and 70s.  
                                                          
31 Ministry of Internal Affairs and Communication, Statistics Bureau. Accessed on Jun 10, 2018 at:  
http://www.stat.go.jp/english/data/nenkan/1431-02.html  
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As per analysis in the previous section, international tourists come to Mongolia to explore 
its history, culture and nature. Popular attractions include Gobi desert, the fifth largest desert in the 
world, which covers almost 30% of Mongolia’s entire territory, Khuvsgul lake, the second largest 
fresh-water lake in Asia, and activities such as hiking, horse-riding and camping. Therefore, 
Mongolia should leverage its unique characteristics within the Asia region and position itself for its 
pristine nature, beautiful landscape, nomadic culture, and organic lifestyle.  
 The current tourism slogan of “Mongolia, Nomadic by Nature” captures the country’s 
unique proposition of nomadic culture and lifestyle experience that is supported by the nature, the 
vast grassland, which enables millions of livestock to graze and migrate over seasons. Hence, the 
same slogan should be used to further promote and position Mongolia to Japanese outbound tourists.  
 
SECTION 3. PRODUCT PORTFOLIO  
 As examined in the SWOT analysis, free individual travelling to Mongolia is challenging 
due to language barriers. Therefore, the preferred product offering is package tours. This is 
especially imperative because the target customers are Japanese. As explored in earlier chapters, 
Japanese people tend to be risk averse and prefer to pre-plan their trips thoroughly. With free 
individual travelling, it is hard to find all the relevant options and information and put together a 
well-informed travel plan. Once the tourist arrives, there is further difficulty in communicating with 
local people and navigating oneself throughout the country, which may lead to frustration and 
dissatisfaction. On the other hand, package tours offer safety, support and predictability, which are 
merits particularly important to Japanese tourists. The assumption that package tours are a better fit 
for Japanese tourists is further supported by data provided in Chapter 3.4. 
 According to Figure 3.4.5., more than 50% of Japanese tourists chose 5-day tours among 
those ranging from four to nine days. The second and third most popular were 8-day and 7-day tours. 
Since the target consumers in this paper are seniors who are mostly retired and have more free time 
as compared to working professionals, the preferred product offerings are 7-to-8-day package tours. 
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 Most popular package offerings as per Figure 3.4.5. include horse-riding, star gazing, 
museum visit, biking, cultural experience, etc. The most popular tour of 5-day horse-riding and star-
gazing tour involve two days of traveling between Tokyo and Ulaanbaatar and the camp site, 2 days 
of horse-riding during the day and star-gazing during the night at the camp site and one day of 
visiting local Gers, attending a mini-concert, and shopping for souvenirs in Ulaanbaatar before 
leaving. Attractions and activities within a 5-day tour are limited. Hence, increasing the availability 
and variety of attractions can help to increase customers to choose longer stays as opposed to 5-day, 
short trips and overall increase the number of inbound Japanese tourists to Mongolia. The following 
are proposed attractions, which should be more actively promoted with respect to Japanese inbound 
tourists. These attractions were categorically chosen from the rest due to presumed geographic, 
historic and cultural appeals especially to Japanese nationals. 
 
5.3.1. NATURE AND SIGHTSEEING 
Vast grassland and blue sky 
 One of the first things a tourist can notice landing in Mongolia is the clear blue sky and the 
sparsely populated landmass. Getting out of the capital city in any direction or destination, one can 
immediately enjoy the beautiful grassland and the fresh air. Mongolia enjoys an average of 250 
sunny days per year with clear blue sky. Most of the landscape is untouched and pristine. The vast 
plains and surrounding serenity are one of the most distinguishing characteristics of Mongolia’s 
nature and its beauty. 
 
Gobi desert 
 Gobi desert is one of the most popular international tourist destinations in Mongolia. It is 
also a unique offering compared to other countries in the region a lot of which position themselves 
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for their beautiful beaches and resorts. The Gobi desert covers land area of 1,300,00032 km2. The 
southern part of the Gobi desert is called Khongoryn Els, which is a grand range of sand dunes rising 
80 meters in height and stretching 100 kilometers in length. The area is part of Gobi Gurvansaikhan 
National Park, which is Mongolia’s largest national park. The northern part of the Gobi desert is 
prominent for famous fossil finds including dinosaur eggs, early mammals and prehistoric stone 
implements some of which date back 100,000 years.  
 
Genghis Khan Statue 
To 50 kilometers east of the capital city of Ulaanbaatar, there is Genghis Khan Statue 
Complex. The Complex features Genghis Khan statue on horseback. It is 40-meter tall and is the 
largest equestrian statue in the world. Visitors can enter inside the statue of the horse, which offers 
panoramic view from its head. The complex includes a museum exhibiting Bronze Age 
archaeological artifacts and other attractions in Gers surrounding the statue. Nearby there is 13th 
century theme national park where tourists can experience various activities such as archery, 
climbing to watch towers and tasting local food and dairy products. 
 
                                                          
32 Encyclopedia Britannica. Accessed on Jun 10, 2018 at: https://www.britannica.com/place/Gobi 
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5.3.2. EXPERIENCE 
Horse-riding 
 Horse riding is probably the most symbolic activity, which reflects the essence of Mongolia 
trip experience for international tourists. Historically, Mongolia conquered half of the old world on 
horseback, which has been a topic of extensive research and studies among international scholars for 
years. Today, horses are still an integral part of nomadic lifestyle. It is primary means of 
transportation and a source of livelihood. One of Mongolia’s most popular traditional beverages is 
made out of mare’s milk. To a Mongolian, a horse is much more than just a means of transportation; 
it is a trusted friend and companion. Mongolians like to pride themselves for their horsemanship and 
local displays of skills such as taming wild horses can be seen throughout the country. According to 
data in Chapter 3.4, horse riding proved to be the most popular package for Japanese tourists.  
Figure 5.3.2.1. 
 
Source: rove.me 
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Camel-riding 
 In the southern provinces of Mongolia, two-hump Bactrian camels are commonly herded. 
These camels are good at surviving in dry regions with less rainfall, which make them suitable for 
herders in desert and semi-desert areas. Camels are commonly used for transporting heavy loads 
over long distance. They do not run as fast as horses but better handle heavier weights. Furthermore, 
the Bactrian camels in Mongolia have two humps, which make them much safer than one hump 
camels which make-up 94% of total camel population in the world. Inexperienced riders may have a 
local staff take the bridle to ensure safety. 
Figure 5.3.2.2. 
 
Source: snowland.com.pk 
 
Stargazing 
 Stargazing in Mongolia is growing increasingly popular among Korean and Japanese 
tourists. Due to high altitude and dry, continental climate, the air and atmosphere are very clean. In 
rural provinces, the population is low and there are not too many establishments and artificial lights 
in the vicinity, which makes it perfect for stargazing. Southern part of Mongolia, the Gobi desert 
region is one of the best spots for stargazing due to dry and clean atmosphere without much rainfall.  
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Figure 5.3.2.4. 
 
Source: drinkteatravel.com 
 
Mongolian archery 
 Archery is one of the oldest types of sports in Mongolia. It evolved from being a way of 
survival and life in the 13th century to a category of sports and entertainment today. It is one of the 
three games held during national holiday Naadam festival. At various tourist locations such as the 
13th century national park, tourists can try out Mongolian traditional archery. Mongolian composite 
bows are made out of layered horn of wild mountain goats, bark and wood. Since the 13th century, 
Mongolian bows are known for their strength and accuracy. Please see Figure 5.3.2.5. 
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Figure 5.3.2.5. 
 
Source: deviantart.com 
 
5.3.3. CULTURE 
Naadam festival 
 Naadam festival is the largest and most well-known festival in Mongolia. It is held over 
three-days in the month of July which is also the best season to visit the country. During the Naadam 
festival, visitors can see Mongolian traditional as well as modern songs and dances and costumes. 
Variety of local cuisine can be enjoyed at festival locations. Horseracing, wrestling and archery 
games are held throughout three days, and is one of the best occasions to experience Mongolian 
culture.  
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Figure 5.3.3.1. Opening ceremony of Naadam festival 
 
Source: Toursmongolia.com 
Figure 5.3.3.2. Mongolian wrestlers taking the stage 
 
Source: eternal-landscapes.co.uk 
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Central Museum of Mongolian Dinosaurs 
 Over the years, important dinosaur fossils have been discovered at a site called Flaming 
Cliffs, which is part of the Gobi desert. Fossils of theropods such as oviraptor and velociraptor and 
ornithischians such as pinacosaurus were found in this site. It also yielded the first discovery of 
dinosaur egg. These dinosaur findings are displayed at the Central Museum of Mongolian Dinosaurs 
(5.3.3.3.) in Ulaanbaatar. One of the latest findings includes the largest dinosaur footprint (Figure 
5.3.3.4.) ever discovered by paleontology professor Shinobu Ishigaki of Okayama University33 in the 
Gobi desert in 2016. The footprint can be helpful in understanding how dinosaurs walked.  
Figure 5.3.3.3. 
 
Source: asemus.museum 
                                                          
33 Japan Times article. Accessed on Jun 10, 2018 at:  
https://www.japantimes.co.jp/news/2016/09/30/national/science-health/dinosaur-footprint-among-
largest-record-found-gobi-desert/#.Ww9zA0iFPSE  
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Figure 5.3.3.4. 
 
Source: Telegraph.co.uk 
 
Morin Khuur concert 
 The best-known traditional musical instrument in Mongolia is Morin Khuur or Horse head 
fiddle. It is a two-string instrument featuring a horse (Figure 5.3.3.5). The strings are traditionally 
made out of horse tail hair. In Mongolia, there is a folk tale of how the instrument was first made. It 
is a story of friendship and love between a man and his horse, which tragically dies. The story and 
the instrument itself are moderately known in Japan.（馬頭琴の物語『スーホの白い馬』） 
Morin Khuur Orchestra is one of the most acclaimed ensembles in Mongolia, which holds concerts 
around the world. It is a great attraction to learn more about Mongolian culture and traditions.  
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Figure 5.3.3.5. 
 
Source: obirin.ac.jp  
 
Local cuisine 
 Mongolian local cuisine consists mostly of livestock produces such as meat and dairy 
products. Most commonly consumed meats are mutton, goat, beef and horsemeat. Exotic local 
delicacies include sheep head, eyeballs of either sheep or goat, and boodog, meat cooked by searing 
hot stones. Other prominent local food consists of dumplings, steamed noodles, noodle soups and 
fried rice. Common drinks are milk tea and airag, fermented horse milk. Variety of dairy products 
such as yoghurt, cheese and dried curd can be enjoyed throughout the year. When serving Japanese 
tourists, local staff should pay careful attention not only to the taste but also to the display aesthetics 
of the food as Japanese people love taking pictures of food. Once uploaded to an online platform, 
these pictures can serve as promotional content for the country.  
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Shopping 
 Mongolia’s most famous domestic product is cashmere goods. The oldest and largest 
cashmere manufacturer is “Gobi” which has stores around the world including Japan. The 
manufacturing plant and factory store are in the outskirts of Ulaanbaatar, which can easily be a 
stopover shopping destination for international tourists. Apart from mainstream cashmere, wool and 
felt products, Mongolians are now investing into manufacturing of leather products such as bags and 
coats, cosmetics, etc. A widely recognized cosmetics brand is Lhamour, which produces certified 
organic skincare products. The company was established in 2014 and now has opened several 
boutique stores in Asia-Pacific region such as Hong Kong and Singapore. The brand story was 
featured by NHK in a short documentary and broadcasted internationally which helped improve the 
visibility of the company and its products as well as Mongolia.  
 
5.3.4. HISTORY 
 
National History Museum of Mongolia 
 The National History Museum of Mongolia is the first museum in Mongolia and was 
established in 1924. The museum exhibitions cover prehistoric, pre-Mongol Empire, Mongol Empire, 
and Mongolia during Qing dynasty rule periods as well as twentieth century history34. It has exhibits 
covering the Mongol invasion of Japan during the 13th century by Kublai Khan as well as Japan 
invasion of Mongolia during the World War II.  
                                                          
34 National Museum of Mongolia. http://nationalmuseum.mn/  
54 
 
Figure 5.3.4.1. Mongolian cavalry in the Khalkhiin Gol (1939) 
 
        Source: Wikipedia.com 
Figure 5.3.4.2. Japanese pilots 
 
Source: Wikipedia.com 
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Figures 5.3.4.1-5.3.4.2 are exhibits from Nomonhan or Khalkhiin Gol battle of 1939 (May -
–Sep) which took place in Mongolia among armies of Japan, Mongolia and Soviet Union. It was a 
tragic event where all sides lost great number of people and resources. A grievous incident during 
the battle involved many Japanese soldiers who lost their lives by diving into Soviet tanks. Even 
though the damage to Soviet side was great, the scale of impact was concealed at the time as a 
military strategy against the Japanese army. Having underestimated the damages suffered by the 
Soviet army, the Japanese army agreed to a cease-fire on Sep 15, 1939.  
 
Bogd Khaan Palace Museum 
 The museum is one of the only few Mongolian historical attractions which has not been 
destroyed by either the Soviets or the Communist Mongolians. It was originally a residence of 
Mongolia Head of State from 1869 to 1924. He was born in Tibet and was the third most important 
figure in Tibetan Buddhism. The museum features Bogd Khaan’s possessions such as his throne, bed, 
collection of artwork, etc.  
Figure 5.3.4.3. 
 
Source: Wikipedia.com 
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Chinggis Khaan Wax Museum 
 The Museum features realistic wax figures of Chinggis Khaan and his family as well as 
other prominent figures from the 13th century era. The figures were made as close as possible to real 
appearances by working closely together with historians and scientists. Visitors can take photos in 
full traditional Mongolian costumes as well.  
Figure 5.3.4.4. 
 
Source: montsame.gov.mn 
 
5.3.5. OTHER PERIPHERAL ATTRACTIONS 
 The following are suggestions of peripheral activities and products, which can be mixed into 
the main product offerings in any suitable manner in order to enhance customers’ overall travel 
experience in Mongolia.  
⚫ Demonstration and light lesson of Mongolian tradition script calligraphy: Tourists can also 
make requests of certain words and phrases to the teachers to write and purchase them as 
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souvenirs.  
⚫ Demonstration of Mongolian traditional fortune telling with four sheep knucklebones: Tourists 
can receive fortune-telling with sheep knucklebones and purchase charms, etc. Figure 5.3.5.1. 
Figure 5.3.5.1. 
 
Source: vietnamfriendship.vn  
⚫ Demonstration of traditional games using sheep knucklebones: Tourists can learn and play 
various traditional games using knucklebones such as horse-racing and bugtsug. Tourists can 
purchase knucklebones as souvenirs.  
⚫ Various souvenir goods such as Mongolian traditional education toys, arts, powder incense, etc.  
 
SECTION 4. PACKAGE TOURS AND PRODUCT OFFERING STRUCTURE 
 In order to improve customer satisfaction level, it is recommended that the package tours 
include variety of different activities and attractions rather than prolonged hours of the same 
attraction. For instance, the 5-day horse-riding and star-gazing tour provided by Wind Travels offers 
two days of horse-riding out of three days in Mongolia. 70% of total stay in Mongolia revolves 
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around horse-riding and not many other attractions are offered. The tourists do not get to experience 
different aspects of Mongolia and the experience, even though valuable, is limited. Hence, in order 
to enrich the travel experience of incoming international tourists, package tours should include more 
variety of products and services mentioned above. Different packages can be organized based on 
different combination of attractions.  
 For instance, a sample 8-day tour package may include the following attractions:  
Day 1 Travel from Tokyo to Ulaanbaatar 
Day 2 Visit National Museum of Mongolia 
  Visit Central Museum of Mongolian Dinosaurs 
  Travel to Tuv province and visit Hakuho's hometown 
  Horse-riding in Tuv province 
  Travel to Gobi desert 
  Overnight stay at a Ger camp 
Day 3 Sightseeing around Gobi desert 
  Camel-riding 
  Sightseeing around Gobi Gurvansaikhan National Park 
  Star-gazing 
  Overnight stay at a Ger camp 
Day 4 Horse-riding 
  Sightseeing around Bayanzag, the land of dinosaurs 
  Traditional local cuisine 
  Horse-riding and sunset viewing 
  Star-gazing 
  Overnight stay at a Ger camp 
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Day 5 Local nomadic life tour: goat & cow milking, making dairy products, etc.  
  Horse-riding and livestock grazing 
  Travel back to Ulaanbaatar 
Day 6 Visiting Chinggis Khaan Statue Complex 
  Visiting 13th century theme national park (trying archery, etc.) 
  Mongolian Morin Khuur Orchestra concert 
Day 7 Visit Central Square and Parliamentary Building 
  Visit Gandantegchinlen Monastery 
  Shopping 
Day 8 Travel from Ulaanbaatar to Tokyo 
  
On day 2, before heading to the camp site, tourists can visit places such as the National 
History Museum and the Central Museum of Mongolian Dinosaurs in Ulaanbaatar to learn more 
about the cultural and historical aspects of Mongolia and the places they are about to visit. This helps 
the tourists to understand and appreciate better the various sites and attractions throughout their 
travel. During days 3, 4 and 5, the tourists can explore various sightseeing spots, experience local 
lifestyle and enjoy their activities of interest such as horse-riding and star-gazing. During days 6 and 
7, the tourists can explore Ulaanbaatar city and other cultural aspects of Mongolia such as its music, 
religion and history. 
The aim of the package tours and product offerings is to expand the variety of experiences 
and attractions offered in order to deliver a more comprehensive “Mongolia” experience to the 
customers. The product portfolio is built around attractions around the Gobi desert area and the 
southern region of Mongolia. This geographic location is chosen due to several reasons. Firstly, 
other regions such as mountainous and lake regions may not be as appealing to Japanese tourists 
because Japan itself has plenty of beautiful spots in this category. Steppe, while distinct and 
captivating, the emptiness can quickly turn boring over several days. The Gobi desert region, on the 
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other hand, is unique and memorable. Plenty of other attractions such as sand dune sliding, camel 
riding and sunset viewing are offered. Secondly, the southern region has plenty of other attractions 
and popular tourist sights within relatively short distance from each other such as Gobi 
Gurvansaikhan national park. The region is also home to famous dinosaur fossil finds including a 
recent dinosaur footprint discovery by a Japanese paleontology professor. Hence, the Gobi region is 
expected to be an appealing and entertaining destination for Japanese tourists.  
 
SECTION 5. BRAND HIERARCHY   
Brand
Elements
Brand ● Vast grasslands ● Horse-riding ● Naadam festival ● National history museum
Touch ● Blue sky ● Camel-riding ● Dinosaur museum ● Bogd Khaan palace museum
Points ● Gobi desert ● Star-gazing ● Morin Khuur orchestra ● Chinggis Khaan wax museum
● Genghis Khan Complex ● Mongolian archery ● Local cuisine
● Ger
● Shopping
History
Mongolia
Nomadic by Nature
Brand 
Promise
Nature Experience Culture
 
 
SECTION 6. STRUCTURAL IMPROVEMENTS 
 Mongolia needs to invest significantly in structural improvements in order to boost general 
convenience and satisfaction of travelling to the country for all international tourists including 
Japanese nationals. Currently, many of the tourism related facilities are underdeveloped and 
undermanaged. The following are suggested areas for structural improvement.  
 
Regulatory framework 
 The legal and regulatory framework for the tourism industry in Mongolia started developing 
only in 2000. The current tourism law is still incomprehensive and not able to efficiently regulate the 
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rapidly changing industry. For instance, there are over 700 tour operators in the country while 
approximately 10% actively operate in the market35. This causes inefficiency and unreliability within 
the industry, which can be a significant demotivator for international tourists. Hence, the 
Government should provide a more extensive and robust legal framework and better regulate the 
tourism industry. 
 
Tourism executive branch  
 Over the past few years, the executive branch of tourism policy changed several times, 
which led to inconsistency of projects and approaches that were underway. This led to confusion 
among industry players as well as inefficient utilization of executive resources. The Government 
should refrain from changing executive bodies as ruling party changes and pursue a more stable 
executive and administrative approach.  
 
Qualified personnel 
 The tourism industry, in general, suffers from lack of qualified and trained personnel, which 
is one of the leading causes for less customer satisfaction. Therefore, the Government should 
incentivize long-term career and growth opportunities in the tourism industry. Moreover, it should 
encourage systematic training, development and evaluation of personnel to uphold a higher standard 
of service. It is especially critical when targeting Japanese tourists because their major source of 
information on Mongolia is word-of-mouth and Japanese tourists, in general, have higher 
expectations of service quality (Yu et al., 2005).  
 
 
                                                          
35 Sonin article. Accessed on Jun 12, 2018 at: http://www.sonin.mn/news/politics-economy/68635  
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International airport 
 Mongolia has only one international airport, Chinggis Khaan. Due to limited airway and 
landing spots, international direct flights to Mongolia are limited which makes it considerably more 
expensive as compared to other locations of similar distance. It is one of the factors, which makes 
Mongolia less competitive as a travel destination as compared to other countries in the region. Hence, 
expanding the international airport capacity will help to increase supply of international flights 
making it easier and more attractive for consumers to commute to Mongolia. In fact, a new 
international airport project planning was started in 2006 with Japanese assistance. In May 2008, the 
Government of Mongolia signed a soft loan agreement with the Japan Bank for International 
Cooperation to finance this project. The new airport is expected to serve an average of 2.5 million 
customers annually as compared to 0.9 million currently served by the Chinggis Khaan International 
Airport. However, due to execution delays by the Mongolian Government, the project has halted and 
is still not completed. Therefore, the Government should take rapid measures to complete the 
construction of the new airport.  
 
Domestic transportation 
 One of the commonly cited issues with travelling in Mongolia is the poor availability of 
convenient domestic transportation. Domestic flights connect only several larger provincial centers 
to the capital city while most of the popular tourist destinations are located several hundred 
kilometers away from city or province centers. Thus, the distance from provincial centers to the final 
destination requires car rides of several hours mostly on dirt road. This ride can be both time-
consuming and inconvenient as the dirt roads are bumpy and dusty. Hence, Mongolia should 
construct more paved roads connecting provincial centers to popular tourist destinations for the 
purpose of reducing travel time on the road for tourists. For instance, depending on road conditions, 
paved roads can cut travel times of four hours to two hours. The added comfort and more sightseeing 
opportunity due to less commuting hours can lead to increased satisfaction. Along the paved roads, 
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sanitation facilities should also be built to allow travelers who are on the road for prolonged hours to 
refresh themselves. Road signs and destination related information boards should be placed at 
frequent intervals.  
 
Tourism infrastructure 
 Tourist spots, in general, lack comprehensive tourist facilities and service centers. Most of 
the facilities are outdated and do not match international standards. Products and services offered are 
limited which undermines customer satisfaction. Hence, tourist facilities at mainstream locations 
should be upgraded. For instance, tourist and information centers should be able to provide more 
comprehensive and detailed information. Facilities should have more detailed information boards 
and signs to make it easier for foreigners to navigate themselves. More activities and entertainment 
such as designated photo spots can be easily built in. Furthermore, tourist spots should offer free Wi-
Fi connection to foreigners to enable connectivity and sharing of experiences on social media. This 
helps to create real-time user generated content on various social media and world wide web 
platforms which further helps to promote the country brand.  
 
Hakuho hometown (Especially effective to the Japanese today. Whether this would be effective ten 
years ahead might be an issue, but the thesis will assume that Hakuho is truly one of Japan’s heroes, 
because of his past achievements and popularity today.) 
 One of the most famous Mongolians among the Japanese is sumo champion Hakuho 
Davaajargal. He is considered to be one of the strongest sumo champions of all time, and holds 
various sumo records such as the most all-time wins and undefeated tournament championships. He 
is married to a Japanese woman, and is rumored to be considering changing his citizenship to 
Japanese. He hopes to become a sumo elder after retirement which would allow him to run and 
coach in sumo stables. Japanese citizenship is, currently one of the eligibility requirements of 
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becoming an elder. Hakuho’s father, Munkhbat Jigjid, was also a famous Mongolian traditional 
wrestling champion who won Olympic silver medal in men’s Freestyle wrestling in 1968. The father 
and son are from Tuv province in Mongolia, a destination, which can be easily visited from 
Ulaanbaatar city.  
Hakuho Davaajargal is hugely popular in his hometown. When Hakuho became a sumo 
champion, local households presented hundreds of livestock to his father to congratulate. When he 
broke the record of most championship wins in 2015 and earned honorary medallion from the 
President of Mongolia, he celebrated by holding a Naadam festival in his hometown. Hence, visiting 
Hakuho’s hometown and learning about his roots could be a fascinating attraction especially for 
Japanese elderly tourists.  
In order to make it an attractive stopover destination for Japanese tourists, significant 
investments are needed. For example, a museum of the father and son champions can be established 
displaying items from their early childhood to adulthood. This can help tourists to understand more 
about local lifestyle and how children grow up in a typical Mongolian family. It can, then, display 
items from both sumo and Mongolian traditional wrestling, which promotes deeper understanding of 
Mongolian wrestling. It can exhibit various other items such as life-size statues, hand prints, 
wrestling outfits, etc.  
 
Cooperation with private-sector enterprises 
In implementing the country’s tourism strategy, the Government should not only employ 
its executive entities but also cooperate well with the private sector to realize maximum benefits. 
Currently, the Government has not been able to involve majority of the private sector tourism 
enterprises in its effort to promote the country and attract more international tourists. As a result, 
there have been many duplicate and sometimes, divergent projects promoted by the public and 
private sectors. In order to prevent such oversight, the Government should involve various industry 
stakeholders in its policy and strategy formulation as well as execution activities.  
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Furthermore, the Government should also cooperate with entities outside the tourism 
industry to increase the variety of products and services offered to enrich the travel experience. For 
instance, cooperation with local producers of camel wool products in the Gobi region can be pursued 
to offer such products at tourist spots. By cooperating with local artists, paintings of local natural 
wonders can be used as decoration at tourist facilities and/or be sold as souvenirs.  
 
SECTION 7. MARKETING AND COMMUNICATION STRATEGY 
 
5.7.1. COMMUNICATION CHANNELS 
Internet websites and social media accounts 
 The initial step consumers take in choosing their travel destinations is information gathering 
on the internet. When search queries such as “Travel Mongolia” and “モンゴル旅行” are entered to 
Google search engine, various websites including travel agents and review sites such as 
lonelyplanet.com come up in the first page. Mongolian tour agents' sites have domain names such as 
mongolia-trips.com and discovermongolia.mn, which makes it hard to distinguish the private tour 
operators from the public tourism authority. Since many of the private tour operators have poorly 
functional websites with insufficient information and unappealing imagery, this can be a major 
interference to attracting greater number of international tourists. Hence, Mongolian Tourism 
Authority should fill in this informational gap via its official website, www.mongolia.travel.  
 First, it should invest significantly in improving the content and quality of its website. The 
current content of the website is dull and deficient. It is neither interesting enough to attract potential 
customers nor detailed or comprehensive enough to compel interested parties. The tourism authority 
should pay more consideration into providing more comprehensive and detailed information via its 
website and to establish itself as a reliable and comprehensive source of information regarding 
Mongolia tourism. The website must be fully functional in popular foreign languages including 
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Japanese. Moreover, it should significantly improve the visual attractiveness and user-friendliness of 
its site to make the contents more easily readable and navigable to elderly people. Second, the 
tourism authority should ensure that its site comes up in the first page and preferably, in the top 
section of relevant search results to receive maximum benefits. Furthermore, such information 
should be published in other social media platforms such as Facebook and Instagram to expand 
coverage.  
 
Local tour operators and agencies in Japan 
 Even though the sales channel is growing less popular, purchases through tour operators and 
agencies still represent a significant portion of Japanese inbound tourists to Mongolia, especially the 
aged people. Hence, in order to facilitate purchase process, the Mongolia Tourism Authority should 
put increased effort into providing detailed information and support to local travel agencies in Japan. 
It can offer memberships or subscriptions to local agencies and provide them with high quality, 
current information, sources and attractions. It may further provide promotional pamphlets and 
information booklets to these agencies for their use. It can also organize seminars and trainings on 
tourism to Mongolia to better its service as well as recruit more agencies to offer Mongolia tour 
packages. It can start by building a relationship with few exclusive firms and expand gradually.   
 
Tourism fairs, expos and other events in Japan 
 Mongolia should actively participate and promote its brand with consistency across various 
events and platforms. In addition to international and Japan tourism fairs and expos, it should also 
attend other appropriate events and festivals to promote its brand. For instance, it should promote 
itself during Mongolian Spring festival (モンゴル春祭り) held in May every year in Tokyo. The 
festival features Mongolian traditional songs, instruments, wrestling, food, etc. It is the largest 
Mongolian festival in Japan and attracts many Japanese people who are interested in Mongolia. By 
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promoting tourism Mongolia brand during this festival, the Mongolia Tourism Authority can reach 
large number of highly interested individuals.  
 
5.7.2. MARKETING STRATEGY 
Documentaries and feature films  
 In addition to usual advertisements and promotional videos, another way of marketing can 
be to be featured in films and documentaries. Rather than self-created promotional materials, being 
featured in third-party’s program/film can be an impartial and effective way to broadcast brand story 
and related components. For instance, tourism traffic related to eagle-hunting increased sizably after 
British-American-Mongolian documentary “Eagle Huntress” aired in 2016. The documentary 
features Aisholpan, a 13-year-old Kazakh girl from Mongolia, as she attempts to become the first 
female eagle huntress to compete in the eagle festival in Bayan-Ulgii province in western Mongolia. 
In 2007, “Genghis Khan: To the Ends of the Earth and Sea”, a full-length Japanese-Mongolian co-
produced feature film was made. Similarly, Mongolia can be featured in other programs such as 
travel documentaries by Japanese broadcasts to promote its brand image and awareness in the 
country.  
 
User-generated contents 
 In today’s crowded marketplace and increased connectivity, customers are becoming more 
susceptible to information overload. In many sectors, hundreds of suppliers are competing with 
similar products to serve limited number of target customers. Majority of companies push 
advertising and promotional contents as a way to differentiate themselves within the marketplace. As 
a result, customers are becoming increasingly less receptive to company advertised content. On the 
other hand, user-generated contents such as pictures, reviews and tweets are growing more popular. 
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Hence, Mongolia should not only rely on its own advertising and PR effort but also encourage users 
to generate content online.  
 One way to encourage more user-generated content can be to hold, for instance, a photo 
competition with a theme of “Mongolia through my lens” or video competition themed “Me and 
Mongolia”. Respective user-generated contents can be uploaded onto the official website of 
Mongolia Tourism Authority where the one with the most online votes is the winner. It can 
encourage active sharing of the pictures on social media platforms such as Facebook and Line to 
solicit more votes. The winners may be awarded with several package tour tickets to Mongolia to 
enjoy travelling with their families and friends. This brings more traffic to the tourism website whilst 
adding interactive content which helps to further promote the Mongolia tourism brand story.   
 
Find my Mongolian name 
 A Mongolian name generator function can be added to the website of Mongolia Tourism 
Authority to make it more interactive and engaging. After a user enters his/her gender, age and 
actual name, the function generates a Mongolian name for the user. The name may be displayed in 
Mongolian traditional script, Cyrillic alphabet, Roman letters and in Japanese katakana or hiragana. 
This name can be used when he/she goes travelling to Mongolia. It helps to make the experience 
more personal and sentimental. Furthermore, products such as T-shirts or scrolls with their 
Mongolian name written in Mongolian traditional script can be offered. Please see Figures 5.7.2.1- 
5.7.2.4 for generic samples.  
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Figure 5.7.2.1.          Figure 5.7.2.2. 
 
Source: Redbubble.com              Source: Pinterest.com  
  
Figure 5.7.2.3.                         Figure 5.7.2.4 
 
Source: mglnews.mn           Source: mn.cctv.com  
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Mongolia theme Line stickers 
 Mongolia themed line stickers can be created and offered to potential customers who visit 
local tour operators or agencies. When an individual adds the tour operator as friend on line and 
agree to receive notifications, he/she can download the stickers for free. As the customer uses the 
stickers, it is expected to be sent to exponential number of other individuals and increase Mongolia 
brand awareness.  
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CHAPTER 6. CONCLUSION 
SECTION 1. CONCLUSION 
 This research paper’s objective is to make strategic recommendations on improving 
Mongolia’s country brand especially with respect to tourism industry. In achieving this objective, the 
study has examined Mongolia’s tourism industry and its appeals and characteristics from an inbound 
tourist’s perspective. Due to considerable growth potentials of Japanese inbound tourists, this paper 
focuses on Japanese nationals as target consumers. Hence, the study has analyzed the Japanese 
outbound tourism market, its characteristics and trends. The study further analyzes Finland branding 
strategy in Japan as it is considered one of the most successful country brands in Japan in terms of 
outbound tourism. The study further conducts analysis such as SWOT of Mongolia and STP with 
regards to Japanese outbound tourism market. Based on these analyses, the paper identifies Japanese 
seniors who are in their 60s and 70s to be the main target consumers.  
 Given the target consumers, the paper proposes a brand hierarchy where the brand promises 
nomadic culture and nature experience to consumers. The brand elements comprise of nature, culture 
and experience categories and various brand touch points are proposed. The author identifies specific 
attractions which should be more rigorously promoted to the target consumers. While currently, 
various products are promoted to Japanese tourists without specific focus to different areas of the 
country such as mountainous or steppe regions, this study proposes a more defined promotional 
effort focused on the southern region and the Gobi desert area. By having a more focused 
promotional message, it is easier to build a consistent image and attract tourist inflow. The paper 
provides an illustrative product portfolio and tour package offering which can be mixed and matched 
in various ways depending on the duration and focus of the tour. 
 The study, also, provides recommendations on general structural improvements such as 
further development of domestic transportation network and renovation of tourist infrastructures, 
which help to improve customer satisfaction level as well as lower the barriers to visiting the country. 
Recommendations such as these are not only targeted towards Japanese tourists but to visitors of all 
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nationals. The paper, then, proposes marketing strategies in order to build the brand image and 
communicate the brand promise to the target consumers in Japan. It includes potential 
communication channels as well as specific marketing campaigns and product features. Some of the 
recommendations may be applicable to tourists of all nationalities without being limited to Japanese.  
These recommendations are most effective to increase the country brand to the Japanese, 
but when it is realized, Mongolia could expand the target to various countries, eventually enhancing 
the worldwide Mongolian brand.  The author considered that gradual steps are needed to make 
Mongolia brand grow over time, and decided that Japanese tourists should be the place to start with.  
Hopefully, Japan is very favorable to Mongolia due to many reasons including cultural/political 
reasons, and the author expects that there could be aids to help Mongolia tourism from Japan.  The 
very reason to focus on Japan initially comes from this expectation, but if it succeeds, other countries, 
which want to help Mongolia could join forces.   
  
SECTION 2. LIMITATIONS 
 Due to limited scope of this study, the paper does not include cost-benefit analysis. The 
recommendations are made on a strategic level, and does not incorporate any cost considerations or 
rate of relative returns on investment. This study, also, does not incorporate any implementation 
specifications such as scope or timeframe. Covering such details would require extensive local 
network and expertise in wide range of fields not limited to business studies and thus, were 
considered out of scope for this study.  
 
73 
 
REFERENCES 
Ahmed, Z. and Krohn, F. (1992). “Understanding the unique consumer behavior of Japanese 
tourists”, Journal of Travel and Tourism Marketing, Vol. 1 No. 3, pp. 73-86. 
Andrei, A.G. (2017). The impact of nation branding campaigns on country image. Case study: 
Romania. Management & Marketing. Challenges for the Knowledge Society , 12(2), 
222-236.  
Anholt, S. (2007). Competitive identity: The new brand management for nations, cities and 
regions. Houndsmills, United Kingdom: Palgrave Macmillan. 
Bell, C. (2005). Branding New Zealand: The national green-wash. British Review of New 
Zealand Studies, 15, 13-27. 
Borgman, J. (2008). Capturing the Japanese tourism market – Opportunities for increased 
Japanese tourism to Sweden. Master’s Thesis. Graduate school of Asia-Pacific Studies, 
Waseda University. 
Chadwick, R. A. (1994). Concepts, Definitions, and Measures Used in Travel and Tourism 
Research. Travel, Tourism, and Hospitality Research: A Handbook for Managers and 
Researchers, J.R. Ritchie and C.R. Goeldner, eds. New York: John Wiley, pp. 56-77. 
Chuluunbaatar, B. (2018). モンゴルへの観光意欲の決定要因 ～二種類のアンケート調査に
よる実証分析～. MBA Thesis. Graduate school of Business and Finance, Waseda 
Business School. 
Country brand index (2014). Future brand. Accessed on May 23, 2018 at: 
https://www.futurebrand.com/uploads/CBI2014-5.pdf  
Country brand ranking, Tourism Edition (2017). Accessed on May 23, 2018 at: 
https://www.bloom-
consulting.com/en/pdf/rankings/Bloom_Consulting_Country_Brand_Ranking_Tourism
.pdf  
Dinnie, K. (2008). Nation branding: Concepts, issues, practice. Oxford, United Kingdom: 
Butterworth-Heinemann. 
Donthu, N. and Yoo, B. (1998). “Retail productivity assessment using data envelopment 
analysis”, Journal of Retailing, Vol. 74 No. 1, pp. 89-105. 
Feel Finland. (2004). Feel Finland 2003 – konsepti ja tulokset [Feel Finland 2003 – The 
concept and results]. 
Hanna, S. and Rowley, J. (2008). “An analysis of terminology use in place branding,” Place 
Branding and Public Diplomacy, vol.4 (1), pp. 61-75. 
Hofstede, G. and Minkov, M. (2010). “Long-versus-short-term orientation: a new perspective”, 
Asia Pacific Business Review, Vol. 16 No. 4, pp. 493-504. 
Holomisa, T., Meyer, B., Brown, D., Kota, L.S., Nkosi, B., Ohlhoff, S., Schaller, E.M.J.C. 
(2011). Via Afrika Tourism: Gr 10: Teachers’ Guide.  
74 
 
Kaneva, N. (2011). Nation branding: Toward an agenda of critical research. International 
Journal of Communication, 5, 117-141. 
Lindblom, A., Lindblom, T. and Lehtonen, M. J. (2016). “A  Study on Japanese’s Images and 
Beliefs on Finland, Sweden and Denmark”. Accessed on Jun 3, 2018 at: 
https://propertibazar.com/article/a-study-on-japaneses-images-and-beliefs-on-finland-
sweden-and_5a18f6a7d64ab205b509349d.html  
Mongolia Sustainable Development Vision 2030. (2016). The secretariat of the State Great 
Hural of Mongolia. Accessed on May 25, 2018 at: http://www.un-
page.org/files/public/20160205_mongolia_sdv_2030.pdf   
Turcq, D. and Usunier, J.C. (1985), "Les services au Japon: l'efficacite ... par la non-
productivite", Revue Francaise de Gestion, May-June, pp. 12-15. 
UNCTAD. 2012. Mongolia: Sector-specific investment strategy and action plan. Accessed on 
May 27, 2018 at: http://unctad.org/Sections/diae_dir/docs/diae_G20_Mongolia_en.pdf  
UNSD. 2001. Tourism Satellite Account: Recommended Methodological Framework. Eurostat, 
OECD, WTO, UNSD, para 2.61. 
Valaskavi, K. (2016). Circulating a fashion: Performance of nation branding in Finland and 
Sweden. Place Branding and Public Diplomacy 12, 139–151. 
Volcic, Z., & Andrejevic, M. (2011). Nation branding in the era of commercial 
nationalism. International Journal of Communication, 5, 598-618. 
Worldometers, 2018. Accessed on May 25, 2018 at: http://www.worldometers.info/world-
population/mongolia-population/  
Yu, L. and Goulden, M. (2006). A comparative analysis of international tourists’ satisfaction in 
Mongolia. Tourism Management 27, 1331–1342. 
Ziff-Levine, W. (1990). "The cultural logic gap: a Japanese tourism research experience", 
Tourism Management, Vol. 11 No. 2, pp. 105-10. 
75 
 
APPENDICES 
Appendix 1.  
Carrier # Country # City
1 Thailand 1 Bangkok
2 Germany 2 Berlin
3 Korea 3 Busan
4 Hong kong 4 Hong kong
5 Japan 5 Tokyo
Korean Air 3 Korea 6 Seoul
Aeroflot 6 Moscow 7 Sheremetyevo
7 Turkey 8 Istanbul
8 Kyrgyzstan 9 Bishkek
Air China 9 China 10 Beijing
MIAT
Turkish Airlines
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Appendix 2.  
Culture 
1. History 
2. Local Gastronomy 
3. Local People 
4. Local Traditions 
General Information 
5. Destination 
6. Holidays 
7. Tourism 
8. Tourism attractions 
Specific Activities 
9. Adventure 
10. Animal watching 
11. Beaches 
12. Boating 
13. Business 
14. Couples 
15. Cruises 
16. Diving 
17. Entertainment parks 
18. Family 
19. Fishing 
20. Gambling 
21. Gastro activities 
 
22. Golf 
23. Hiking 
24. Historical sites 
25. Hunting 
26. Language courses 
27. LGBT 
28. Luxury tourism 
29. Medical tourism 
30. Museums 
31. Natural wonders 
32. Nightlife 
33. Performing arts 
34. Religious sites & pilgrimage 
35. Senior 
36. Shopping 
37. Special events 
38. Surfing 
39. Sustainable and rural 
40. Traditional markets 
41. UNESCO 
42. Water sports 
43. Wellbeing 
44. Winter sports 
45. Youth and backpackers 
